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A B S T R A C T 
As a result of exponential growth in the popularity of blogging, travel blogs have demonstrated their 
enormous marketing potential, and have become an increasingly important mechanism for exchanging 
information among tourists. The present study modeled online social support and perceived value as 
antecedents of the impacts of influential travel bloggers on their blog members’ travel-related 
behavioral intentions and examined the mediating role of sense of virtual community (SOVC) among 
these relationships. The analysis results herein demonstrate that online social support, perceived value, 
and SOVC relate significantly to blog members’ behavior intention. Furthermore, the influence of 
perceived value and SOVC on behavior intention are both respectively significant. With SOVC as a 
mediating variable, the CI indirect effect of the perceived value on travel intention did not include 0, 
indicating an indirect relationship between these two variables. Referring to perceived values, the 
findings indicate that blog members perceive the influential travel blogs as offering epistemic value 
more than others. These findings have theoretical implications for social media and online interaction-
related literature and have critical business implications for customer-to-customer (C2C) marketers 
to distinguish themselves within the expanding number of influential travel blogs. 
© 2021 by the authors. Licensee SSBFNET, Istanbul, Turkey. This article is an open access article 
distributed under the terms and conditions of the Creative Commons Attribution (CC BY) license 




Media and technology have changed the way in which people gather information. Nowadays, blogging has become a popular form 
of user-generated content (UGC) and electronic word-of-mouth (Gurung & Goswami, 2017). Many blogs provide commentary on a 
particular subject or topic, ranging from politics to sports. While some blogs function as personal online diaries, others operate more 
as online brand advertising for a particular individual or company (El Boukhari & Sair, 2017). Blog writers form their special interest 
communities where they share thoughts, express opinions, debate ideas, and offer suggestions interactively. Moreover, blogs were 
recognized as a conversational and trusted resource that could help in making purchase decisions (Gao et al., 2019). 
Influential travel blogs, in particular, are widely regarded as credible sources of information for tourists (Lodha & Philip, 2019). 
Khan et al. (2017) argued that influential bloggers as representatives of virtual communities can have significant impact on public 
views and opinions. Similar to offline opinion leaders, influential bloggers can mediate messages and affect communities in the 
online environment, where messages can be disseminated rapidly and easily with a potentially virtual effect (Ishfaq et al., 2017). 
Such bloggers can be targeted for their marketing purposes, thus saving much marketing and advertising expenses (Tan & Chang, 
2016). The growth of travel blogs has attracted the attention of tourism researchers interested in the platform as a marketing tool and 
a source of information about tourists (Azariah, 2012). There is a growing recognition that influential travel bloggers facilitate 
powerful discussions that could affect tourist decisions and destination images and even reshape the communication networks 
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previously dominated by traditional information suppliers (Tang et al., 2019). According to the Professional Travel Bloggers 
Association, over 80% of travel planning in 2018 was conducted on the internet, with 33% of US travelers using travel blogs for 
travel advice. With plentiful blog followers, influential travel bloggers have demonstrated their enormous marketing potential and 
have become an increasingly important platform for information exchange among tourists (Li, 2018). The few existing studies on 
travel blogs have highlighted the potential of travel blogs as sources of information regarding tourist experiences for consumer 
narrative analysis (Tseng et al. 2015; Chen & Lin, 2015; Chandralal et al., 2015). Most research has been done on extracting from 
travel blogs data on destination image evaluation and tourist behavior, yet the effects of social support and perceived value on blog 
members’ behavioral intention have received relatively little attention (Kapitan &  Silvera, 2016; Sano, 2018).  
Additionally, sense of virtual community (SOVC) reflects the feeling that individual members have of belonging to an online social 
group; yet, few studies have illustrated the mediating role of SOVC in virtual communities of practices. Thus, this study aimed to 
examine how influential travel bloggers wield significant power over perceptions of blog members through social networking 
perspective. Online social support and perceived value were modeled in this study as antecedents of impacts of influential travel 
bloggers on travel intentions of their blog members. SOVC was proposed as a mediator of these relationships. These findings have 
theoretical implications for social commerce literature, and have critical business implications for customer to customer (C2C) 
marketers in distinguishing themselves among the expanding number of influential travel blogs.  
This study aims to model online social support and perceived value as antecedents of the impacts of influential travel bloggers on 
their blog members’ travel-related behavioral intentions, and examined the mediating role of sense of virtual community (SOVC) 
among these relationships 
Literature Review 
Theoretical and Conceptual Background 
The Role of Influential Travel Blogs on Travel Intention  
Travel blogs, which are usually updated and arranged chronologically in the form of a diary, are primarily used to publish personal 
travel stories and experiences online and to keep in touch with friends and relatives at home (Leung et al., 2013). Further motivations 
to write blogs include a need for self-expression and social interaction with like-minded people and a desire to share positive and 
negative experiences with other travelers. Through writing articles, bloggers have built their images as “masters” for online users or 
fans. Influential travel bloggers have become trusted online spokesmen due to their long-term efforts spent on certain travel 
knowledge (Tseng et al. 2015). Wang (2012) illustrated that travel related blogs play an influential role in individuals’ travel intention 
starting from the initial information search to the choices considered and the final purchase decisions. An increasing number of 
influential travel bloggers are developing related attractive power by building their images to retain and draw in new blog members. 
Their one good word or positive comment can be extremely powerful and influential in encouraging travelers to accept their opinions 
about specific travel products and services (Chandralal et al., 2015).  
Role of online social support in virtual communities 
Social support is defined as the degree to which a person’s basic social needs are gratified through interaction with others (Kaplan et 
al., 1977). With the development in information and communication technology (ICT), the boundary of social support is expanding 
from traditional face-to-face communication context to computer-mediated communication context (Kim &  Tussyadiah, 2013). 
Social support has recently received intensive attention from social commerce researchers, and it is suggested to be a critical indicator 
of participation and positive behaviors (Hu et al., 2019; Molinillo et al., 2020). Glimour et al. (2020) provide a comprehensive and 
systematic review of the state of the literature pertaining to Facebook-based online social support, which refers to the degree that 
individuals feel respected, supported and understood in online social groups (Tsai et al., 2018). Research into online social support 
has found that it can have various dimensions, and it satisfies an individual’s physical, psychological, and cognitive needs (Huang et 
al., 2019; Sendra et al., 2019; Ellway et al., 2019; Tang et al., 2019; Frison & Eggermont, 2016). In virtual environments, online 
community members share information and advice that help other members solve problems; they also experience social support when 
they feel cared for and helped by other members of the community (Doha et al., 2019). These relationships and ties between members 
provide emotional aid and information support, even though such online platforms comprised virtual strangers. Such online supports 
are core components of the social relationship network constructs (Tajvidi et al., 2020).  
Sense of virtual community (SOVC) 
Advancements in technology in the form of social media has created a research area focused on virtual community. As platforms for 
like-minded users to meet and share their interest-related information and experiences, the strategic role of virtual community is 
increasingly recognized (Ukpabi et al., 2019). A key concept associated with the sustainability of virtual communities is members’ 
SOVC, which has been originally defined as the sense of belonging that members have toward their community, allowing them to 
convey beliefs and reach a mutual understanding, thereby demonstrating their commitment to the community (Chih et al., 2017). In 
virtual community studies, after Blanchard (2007) explored the concept of SOVC and claimed it as an important feature of virtual 
communities, its influence on consumers’ purchase decisions has been evaluated by other studies (Hsieh and Tseng, 2018; Zhang et 
al., 2019). As Chih et al. (2017) suggested, understanding SOVC as an enabler for online community interaction has increased the 
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value of this concept for social commerce research. Different research streams have examined SOVC and its antecedents (Lyu and 
Kim, 2020; Shim, 2020; Burnasheva et al., 2019; González-Anta et al., 2019; Zhang et al., 2019), while other studies on online 
communities found that community membership and influence processes play an important role in regulating community behavior 
(El-Manstrly et al., 2020; Hsieh & Tseng, 2018). Exchanging support is one of the primary reasons for the existence of many online 
communities. The reception of social support within online communities will give members a stronger sense of community through 
meeting their informational, emotional, and even material needs (Molinillo et al., 2020). The norm of reciprocity motivates members 
to exchange support through sharing information, giving advice, offering reassurance, or cheering someone up (Gibbs et al., 2019). 
Previous studies have found that this collective process of support exchange would likely to increase members’ sense of belonging 
to the entire group (Kaur et al., 2020; Wang et al., 2016). Thus, the following hypothesis is proposed:  
H1: Online social support is positively associated with SOVC of blog followers on influential travel blogs. 
Perceived value of blog members  
Perceived value is related to the benefits users obtain from products or services. Zeithaml (1988) defined it as “consumers’ overall 
assessment of the utility of a product or service based on perceptions of what is received and what is given”. Perceived value 
represents the aggregation of benefits that the customer is seeking, expecting, or experiencing, as well as the possible undesired 
consequences resulting from them (Zheng et al., 2017). Prior research has empirically validated the effect of perceived value on user 
behavior in a variety of commercial contexts, such as traditional mall shopping (El-Adly &  Eid, 2017; Kesari & Atulkar, 2016) and 
online shopping (Xiao et al., 2019; Sharma &  Klein, 2020). Taking the multidimensional perspective of value, Williams and Soutar 
(2009) developed a five-dimension model with value for money, emotional, social, and epistemic in the adventure-travel context. 
Besides measuring value in accordance to constructs listed above, value is also conceptualized and measured using different sets of 
dimensions proposed by other researchers (Chen & Lin, 2019; Peng et al., 2019). For example, some extant studies have revealed 
that utilitarian and hedonic values are crucial for motivating purchase intention in social commerce context. (Gan &  Wang, 2017; 
Choi et al., 2018; Othman et al., 2019). Sharma and Klein (2020) framed perceived value using context-content and individual-
professional value scales for explaining the continuous usage of professional social network sites. Their findings highlight that 
hedonic perceived value is enhanced by the context-related conditional and epistemic value dimensions. Zhao and Lu 
(2012) identified four dimensions of perceived value for the microblogging service. They claimed that consumers who surf blogs 
seek both informational and social values. As Wu and Li (2018) stated, once followers’ informational and social needs are satisfied, 
their relationship with the travel blog will be strengthened. By following influential blogs, people fulfill their needs for belongingness 
and cognition with those who have shared norms, values, and interests (Razi et al., 2016). People participating in virtual communities 
mainly hope to acquire useful knowledge to solve problems and gain expertise (Yahia et al., 2018). One of the major reasons for this 
phenomenon is the higher perceived credibility of influential bloggers’ opinions compared with that of traditional tourist information 
sources (Hu et al., 2019). Thus, the following hypothesis is proposed:  
H2: Perceived value of followers towards influential travel blogs is positively associated with SOVC.  
Travel intention 
For researchers, intention is a standard measurement for forecasting possible actual behavior. With the wide adoption of social 
commerce in travel and tourism industry, online channel has redefined travel intention as the consumers’ willingness to purchase or 
reserve a travel product or service from social networking sites (Kornpitack & Sornsaruht, 2019). Users in online forums and 
communities have emotional and informational support (Tajvidi et al., 2020). Such type of support increases the likelihood of 
community members to purchase and generates social relationships that make them feel welcome, listened to and cared for (Molinillo 
et al., 2020; Hu et al., 2019). As recent studies indicated, the social support that users receive from other members of online 
communities help them in making purchase decision, and affect positively affect their intentional behavior (Li, 2019; Yusuf & 
Busalim, 2018). Thus, the following hypothesis is proposed:  
H3: Online social support is positively associated with travel intentions.  
Perceived value serves as a bridge linking the consumer’s purchase intention and psychological behavior during decision-making 
(Peng et al., 2019). This view also supported the notion postulated by Shaw and Sergueeva (2019) that the higher the perceived value 
of a virtual community site, the stronger the behavioral intention of customers. Chen and Lin (2019) confirmed that social marketing 
activities has significant influence on perceived value, which in turn affects purchase intention. Thus, the following hypothesis is 
proposed:  
H4: Perceived value is positively associated with travel intention  
H5: SOVC is positively associated with travel intention  
Vieno et al.(2007) proposed a mechanism whereby the effect of social support on psychological outcomes is mediated by that sense 
of community. Chang et al.(2016) provided a comprehensive model to illustrate the mediating role of SOVC in virtual communities 
of practices (VCoPs). Thus, hypotheses 5 and 6 are proposed as follows: 
H6. SOVC mediates the influence of online social support on travel intentions. 
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H7. SOVC mediates the influence of perceived value on travel intentions 
Research and Methodology 
Sample and data collection 
This study designed an online questionnaire according to the hypotheses stated above. The sampling in this study were subscribers 
of one travel blog at least one or more. Blog followers of an online community were invited to complete the survey in the designated 
online questionnaire system. The questionnaire could only be submitted with all questions completed. 
Measures  
The measurement items for the four constructs, namely online social support, perceived value, SOVC, and behavioral intention, were 
selected from previous studies and rephrased to suit the context of the current study. Four items of online social support measures 
were adapted from Nick et al. (2018) and reworded. Items measuring perceived value were originally developed by Chen and Lin 
(2015) in a blog market context. Perceived value incorporates the five theoretical types of value, namely functional, social, emotional, 
epistemic, and conditional value. SOVC was measured using a modified version of sense of community (SCI) developed by 
Blanchard (2007). The resulting 9 items in the SOVC measure were introduced to assess support and identification in a travel blogging 
context in this study. Finally, A three-item scale measuring behavioral intention was designed by Kesari and Atulkar (2016) to 
measure blog members’ intentions to purchase travel products posted in blogs. All items were measured using a seven-point Likert 
scale ranging from “strongly disagree” (1) to “strongly agree” (7). The descriptive information included participants’ characteristics, 
such as gender, age, and usage behavior of using influential travel blogs, such as the number of blogs followed and time spent on 
surfing the blog. 
Data analysis  
This study examined the measurement model, the structure of the conceptual model, and each hypothesized path using structural 
equation modeling (SEM). The two-stage procedure of SEM was employed to conduct data analysis. The convergent validity was 
evaluated by Confirmatory Factor Analysis (CFA). The bootstrapping method was used for the path coefficients of latent variables 
to verify the mediating effect of the structural model (Bollen &  Stine, 1990). 
Results 
A total of 387 valid responses were returned for data analysis. Of the respondents, 40.3% were male and 59.7% were female. 32% 
of the respondents were aged 21 to 30 years, 30.4% were aged 31 to 40 years. In terms of blog usage behavior, 36.7% of respondents 
spent 3 to 5 hours a day surfing the blogs, 41.4% followed one to two blogs, 88.4% follow travel blogs via FB and IG (Table I). 
Table 1: Respondents’ Demographic Profiles. 
Demographic profiles  Statistics Frequency 








Age (years)  20 27 6.9 
21-30 124 32.0 
31-40 118 30.4 
41-50 66 17.0 
51-60 39 10.1 
> 60  13 3.3 
Time spent on surfing blogs 
(hours) 
< 1  38 9.8 
1-2 87 22.5 
3-5 142 36.7 
6-9 74 19.1 
10-12 15 3.9 
> 12 31 8.0 
Numbers of blog followed 1-2 
3-5 







Sources of subscribing blogs Social media (FB, IG.) 342 88.4 
Live stream 19 4.9 
TV program 26 6.7 
Tables 2 and 3 present statistical analysis results. As can be seen. Cronbach’s alphas all exceeded .7, indicating that each variable 
has good (> .79) or excellent (> .89) convergent validity (Devellis, 1991). Moreover, the average variance extracted (AVE) value 
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also exceeded .5, and the square root of AVE of each factor was larger than the normalized correlation coefficient outside the diagonal 
line, revealing good discriminant validity of all variables (Fornell & Larcker, 1981).  
Table 2: Standardized Loadings and Reliabilities 
Constructs and Items  Std. factor  
loadings 
Cronbach’s α CR AVE 
Online social support  .883 .922 .746 
I can find help on blogs .865***    
I can find the emotional help and support that I need on blogs .859***    
I can talk with someone on blogs about my problems .871***    
I can find someone on blogs that helps me make decisions .860***    
Perceived value  .902 .901 .649 
Functional Value .774***    
Epistemic Value  .842***    
Emotional Value .700***    
Social Value .750***    
Conditional Value .940***    
Sense of virtual community (SOVC)  .912 .931 .601 
I have a very strong sense of belonging to this blog. .659***    
I would devote myself to maintaining my relationship with this blog .770***    
I like members of this blog. .696***    
I care about the opinions of other members of this blog  .748***    
What I want is similar to what other members of this blog want.  .732***    
I feel at home in this blog .856***    
Membership of this blog means a lot to me. .861***    
I am proud to be a member of this blog .811***    
I think it is worthy to spend time on this blog.  .820***    
Travel intention  .876 .922 .799 
I’d like to purchase travel products posted in travel blogs.   .900***    
I’d like to recommend other people for travel products posted in 
travel blogs.  
.939***    
I’d like to take the same travel blogs into account when purchasing 
similar travel in future.   
.839***    
Note: *t-value exceeding 1.96 is significant at p < .05; **CR: composite reliability; ***AVE: average variance extracted.  
Table 3: Descriptive Statistics and Correlation of Study Variables. 
Constructs Mean SD AVE Discriminant validity 
OSS PV SOVC TI 
OSS 5.576 1.005 .746 .864       
PV 5.681 .782 .649 .717 .806 
  
SOVC 5.666 .877 .601 .758 .726 .775 
 
TI 5.378 1.193 .799 .643 .570 .670 .894 
Note: Diagonal elements (shaded) are the square root of AVE. 
OSS = online social support; PV = perceived value; SOVC = sense of virtual community; TI = Travel intention. 
The chi-square statistical results on the approximate goodness-fit-indices of this conceptual model (χ2 = 548.898, p < .000; df =183; 
CMIN/DF (χ2/ df) = 2.999) showed that the ratio of minimum discrepancy divided by its degrees of freedom approximated 1 and did 
not exceed 3 (McIver & Carmines, 1981). According to Bollen and Stine (1990), the chi-square statistic (χ2) is sensitive to sample 
size; hence, it is necessary to look at other model fit indices that also support goodness-of-fit (e.g., CFI, TLI, RMSEA). All alternative 
indices were also in line with the acceptable research standard; TLI, IFI, and CFI were all above 0.9 (TLI = .937, IFI = .946, CFI = 
.945), AGFI =.844, GFI =.877, all exceeding 0.8; and RMSEA = .072, less than .08. Thus, these indices revealed an acceptable fit 
for the research model.  
Table 4 showed the significance of each hypothesized path. As can be seen, except for H4, all the paths in the research model were 
significant at either .001 or .05 level. Specifically, the direct relationship between online social support and SOVC (β = 0.512, p < 
0.001) was positive; thus, H1 was supported. Perceived value also had a positive association with SOVC (β = .37, p < 0.001); hence, 
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H2 was supported. Online social support was found to have positive impact on travel intention (β = 0.265, p < 0.05); thus, H3 was 
supported. However, perceived value was found to have no significant impact on travel intention (β = .100, p < .01); thus, H4 was 
rejected. SOVC was found to positively associated with travel intention (β = 0.414, p < 0.05); hence, H5 was supported. 
With SOVC as a mediating variable, the CI indirect effect of perceived value on purchase intention did not include 0, indicating an 
indirect relationship between the two variables. As shown in Table 4, SOVC has a partial mediating role in the relationships between 
online social support, perceived value, and travel intention; thus, H6 and H7 are empirically supported. 
Table 4: Summary of results on hypothesis testing 
Hypothesis Coefficient Bias-Corrected 95% CI Supported 
Lower Upper 
H1 OSS→SOVC .512 .272 .548 Y 
H2 PV→SOVC .370 .235 .599 Y 
H3 OSS→TI .265 .097 .563 Y 
H4 PV→TI .100 -.103 .505 N 
H5 SOVC→TI .414 .368 .953 Y 
H6 OSS→SOVC→TI .212 .137 .449 Y 
H7 PV→SOVC→TI .153 .130 .451 Y 
Note: A bootstrapping method with 5000 sample size generated at 95% confidence interval (CI) was adopted to test the significance 
of indirect effects. OSS = online social support; PV = perceived value; SOVC = sense of virtual community; TI = Travel intention. 
Conclusions 
This study aims to model online social support and perceived value as antecedents of the impact of influential travel bloggers on their 
followers’ travel intentions, and to examined the mediating role of SOVC in these relationships. The findings indicated that blog 
followers with a strong sense of online social support and perceived value could have a strong sense of virtual community, which is 
more likely to affect their travel intention.  
At the theoretical level, this study sheds light on the mechanism of social commerce in blog platforms. While social media has been 
extensively studied, specific nuances associated with influential travel blogs have not received sufficient scholarly attention. This 
study shows that relational social networks of blog followers’ participatory engagement induce positive celebrity-dominant marketing 
effects.   
This study conceptualized that online social support exerts significant influence on SOVC and travel intention, which is similar to 
the findings of prior studies (Khan et al., 2017; Yahia et al., 2018). People join virtual communities to exchange both information 
and social support, revealing that high intensity of online social support led to increased perception of SOVC of blog followers. 
Moreover, the positive association between strengthening of SOVC and travel intention of blog followers indicated that the main 
effects of influential travel bloggers are not only the participation of people, but also their direct influence on various spheres of 
people’s behaviors in a more emotional and interactive way. These results are consistent with the social identity theory, which 
proposes that social needs facilitate people’s identification with a group (Hogg et al., 1995). 
Another theoretical contribution of this study is the finding that perceived value is not a strong predictor for travel intention. This is 
not in line with the results obtained by Yang and Shim (2020) and Chen and Lin (2019), which found perceived value to be a 
significant determinant of customers’ behavioral intention. The present findings demonstrated that when involved in sharing 
information, discussing travel experiences, or seeking solutions to problems during travel, blog members perceive the community as 
offering more epistemic value. A possible explanation is that tourists when browsing influential travel blogs pay more attention to 
perceived value on acquisition of information and learning of travel experience. By doing so, they seem to temporarily satisfy travel 
in the virtual world through visualization and text reading, so as to reduce perceived travel risk in the future as they travel. Therefore, 
it does not have a significant impact on travel intention.   
This study also offers insight for marketing practitioners. First, gaining and searching travel information through blog browsing is an 
essential form of participation, and given the linkage with SOVC. In the era of social media, consumers are overloaded with 
information. As this study indicated, information value for travel blog followers is sophisticated and multi-layered. Thus, influential 
travel bloggers should contribute to the positive community-level atmosphere while simultaneously fulfilling followers’ own 
information-related needs and establishing a sense of belonging. Moreover, the positive effect of SOVC on travel intention shows 
that influential travel blogs are used by followers as platforms for gaining psychological benefits, which in turn foster their loyalty 
to blogs. It is, therefore, recommended that influential travel bloggers should provide useful, accurate, relevant and easy-to-
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understand travel information. In this way, followers are more likely to subscribe the blogs, which would eventually affect their 
decision-making. Second, influential travel bloggers regard themselves as online celebrities and personal brands. In the increasingly 
valued fan economy nowadays, influential travel bloggers must focus on shaping their own celebrity charm and become celebrity 
endorsements for travel destinations. Establishing a loyal fan relationship from interacting with blog subscribers creates a good sense 
of community and trust, which in turn affects consumers’ purchase behavior of travel products. Overall, marketing tools and strategies 
have fundamentally changed since the appearance of social media (Chen & Lin, 2019), most influential travel bloggers should focus 
on managing a brand community to create a business advantage. 
Although the findings provide significant theoretical and practical insights, a number of limitations should be acknowledged. First, 
the proposed theoretical model was evaluated by this empirical study on influential travel blogs. However, a variety of new social 
media platforms such as Pinterest, tweets, and live steaming implied that future studies should consider the characteristics of users. 
For example, twitter users and livestreaming users may behave differently in terms of their purchase intention. Second, future studies 
can focus on examining the effects of other variables, such as perceived credibility, privacy attitude and perceived security, on 
consumers’ intentions for making travel purchase or bookings via these new social media platforms. Last, the survey of this study 
was conducted on certain influential travel blogs in Taiwan due to accessibility and time constraints. Therefore, the results from this 
study cannot be generalized beyond Taiwan. Similar studies should be replicated to increase the generalizability of the findings. For 
example, future studies can explore the possible variation in determining consumer behavior across different ethnic groups and 
cultures.  
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